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The purpose of this study was to explore the proactive use of basic courtesies in public 
library service as a potential positive influence on customer satisfaction and loyalty. Four 
small- to medium-sized public libraries in North Carolina and Virginia were surveyed 
before and after implementing a program to emphasize three basic customer service 
courtesies: greeting customers, acknowledging customers immediately upon their arrival 
at the point of service, and closing every transaction with a valediction or expression of 
thanks. Three of the four participating libraries showed improved scores in staff and 
service quality and evidence of increased customer loyalty after successfully 
implementing the basic courtesy program. The remaining library received lower scores 
for satisfaction and loyalty after showing a decrease in performance of basic courtesies. 
These small and easy-to-implement courtesies seem to positively affect customer 
perceptions of library service.  
 
Headings: 
Customer relations 
Library surveys 
Library user satisfaction 
Public libraries -- North Carolina 
Public libraries -- statistics 
Public libraries -- Virginia 
 
 
 
  
 JUST SAY HELLO: PROACTIVE COURTESY AS A CATALYST FOR CUSTOMER 
LOYALTY IN PUBLIC LIBRARIES 
by 
Megan N. England 
A Master’s paper submitted to the faculty 
of the School of Information and Library Science 
of the University of North Carolina at Chapel Hill 
in partial fulfillment of the requirements 
for the degree of Master of Science in 
Library Science. 
Chapel Hill, North Carolina 
March 2013  
Approved by 
_______________________________________ 
Brian Sturm
1 
 
In an age of economic crisis and digital everything, world-class customer service 
is more important than ever. Though e-books and the internet are grabbing ever-
increasing portions of the information market, the human value of library service keeps 
customers coming to library buildings and voting for library causes. It can be said that 
without librarians, a library is simply a warehouse of books, discs, and computers. If 
librarians are the key element in libraries, though, then it follows that the actions and 
attitudes of librarians play a crucial role in defining the meaning of a library to its 
community and in keeping the institution of libraries alive and relevant. We have a lot 
resting on our customer service performance.  
Self-preservation isn’t the only reason to study customer service as a librarian, 
though; librarianship is, at its core, a service-oriented profession. However, the popular 
reputation of librarians is far from warm, welcoming, helpful and friendly (Cherry & 
Calvert, 2012), a situation that has a simple solution. Introducing basic proactive 
courtesies will improve customer perceptions of library service quality. This study 
proposes introducing to the public library setting three specific courtesies commonly used 
in the retail business world:  
1) Greet every customer 
2) Acknowledge every customer immediately upon their approach 
3) Close every transaction with a valediction or expression of thanks
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These three basic techniques transform a staff of librarians glued to their computer 
screens into a team ready to serve the public. By actively reaching out to customers at 
several points throughout their time at the library, staff members show that they are aware 
of the customers’ presence and project a welcoming, helpful attitude. This attitude is 
critical for promoting an enthusiastic and loyal customer base that supports and uses the 
library. 
Literature Review 
Though librarians consider service to customers a crucial part of the profession 
(Koehler, 2003), the reputation of librarians for providing poor customer service does not 
reflect this belief (Cherry & Calvert, 2012). Chief among the complaints about library 
service are impressions that librarians are snobbish and distant; some customers reported 
that “the staff seem to have been absorbed in their own work and I felt like I was 
intruding,” while others considered librarians to be “officious and not particularly 
helpful” (McNicol, 2004, p. 84). Other studies suggest that a portion of library 
professionals think this cold customer service is proper conduct; according to Cherry and 
Calvert (2012), “librarians believe the quality of their service is based on knowledge 
rather than any learned behaviours” (p. 203). When the authors asked about 
implementing more sociable retail service models, librarians balked at the suggestion. 
Several used the word “fake” in their responses and referenced the phrase “would you 
like fries with that?” Ultimately, Cherry and Calvert (2012) found that librarians see a 
sharp difference between the retail service model and the professional service model. The 
librarians in the study saw their busy and distant behavior as a reflection of their 
advanced education and considered this attitude necessary if customers were to trust in 
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the information librarians provided. Similarly, St. Clair suggested that “librarians 
perceive themselves as having a higher purpose that precludes them from using the same 
methods and techniques that are used in the business world” (as cited in Cherry & 
Calvert, 2012, p. 203). In fact, in 2007 Walker found that librarians expressed both 
repressed and outright hostility when faced with customer service training sessions (as 
cited in Cherry & Calvert, 2012). It would seem that many librarians are not only 
providing mediocre customer service, but that they see no problem with their service as it 
stands. 
Much of the resistance librarians express when presented with customer service 
training or policies seems to come from an association with cut-throat capitalist 
consumerism where numbers are all that matter and people are walking dollar signs. In 
her printed rebuttal to Aurthur Vespry’s article “The Customer is the Key!”, Sheila 
Allcock (1995) decries the practice of referring to library “patrons” as “customers”. She 
argues: 
We are no longer citizens, interdependent one upon the other; we are purely 
consumers, functioning only as purchasers. I do not find that this definition of the 
relationship describes with any degree of accuracy what is going on in my library, 
nor in any of the libraries where I have worked in the past. […] The relationship 
with regular customers is more of a partnership, whether informing a researcher of 
a new publication in the field, or producing the latest novel by Catherine Cookson 
for an elderly villager… (p. 15) 
 
However, Allcock’s description of customer partnerships sounds nearly identical to the 
type of service often provided by small, locally-owned businesses. The issue, then, seems 
not to be about taking customer service lessons from business but rather about being 
associated with big corporations, insincere employees, and treating our customers as 
faceless consumers. However, none of this excuses the lack of common courtesy 
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exhibited by some librarians (i.e. not looking up from the computer at a customer’s 
approach). Woodward (2005) argues that librarians should be able to offer even better 
front-line customer service than bookstore employees because “the bookstore staff may 
be well-trained, but most are not really committed to the bookstore’s mission […] [I]t is a 
means to an end” (p. 40). What elements of service, then, can be lifted from the for-profit 
world without losing our not-for-profit heart? 
 Several studies in the business field have found that courtesy and empathy are 
frequently mentioned by customers as being very important to their opinion of the quality 
of an organization (Gotlieb, Levy, Grewal, & Lindsey-Mullikin, 2004; Schneider & 
Bowen, 1999). The exception to this rule seems to be purchases that are extremely 
important or expensive, in which case Mohr and Bitner argue that other factors tend to 
take precedence (as cited in Gotlieb et al, 2004). However, since library services are free, 
it stands to reason that this exception does not apply and courtesy is in fact essential to 
customer perceptions of library quality. Indeed, the International Federation of Library 
Associations (2010) directs library staff to be “courteous, friendly, respectful, and helpful 
at all times” in their Public Library Service Guidelines (p. 50). Woodward (2005) 
emphasizes the importance of circulation staff as the ambassadors for the library: “If the 
public think only of the circulation staff when they judge the library, then the staff must 
project precisely the positive, customer-friendly images we are seeking” (p. 40). Perhaps 
the strongest argument for courtesy is that a significant amount of business research 
shows an “emotional contagion” in effect during service transactions (J. Lin & C. Lin, 
2011). Essentially, customers “catch” positive emotions and behaviors from service staff. 
When an employee is friendly, courteous, and helpful, customers in turn are friendlier 
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toward service staff and report overall higher satisfaction with their service experience. 
Not only does the organization benefit from positive customer reactions, the employee 
gets the benefit of a more pleasant and positive encounter. Friendly employees promote 
friendly customers, who in turn promote even friendlier employees; the emotional 
contagion becomes a positive feedback loop that benefits everyone involved. Few are the 
employees who would prefer an angry, dissatisfied customer. 
 Other than making our own experiences better through the emotional contagion 
effect, though, why should we care what our customers think of us? The flippant answer 
is that being kind to your fellow human beings is generally a good thing to do. However, 
there are many practical reasons to court customer goodwill by providing outstanding 
service. Service quality is strongly tied to perceived value of services rendered; value, in 
turn, is the largest factor in customer satisfaction (Jayawardhena & Farrell, 2011). 
Customer satisfaction is a much-debated term because “satisfaction”, like “value”, is 
completely defined by the customer, creating a barrier to empirical research (Helkkula & 
Kelleher, 2010). Davidow and Uttal provide a clear definition that illuminates this issue: 
“Satisfaction, or lack of it, is the difference between how a customer expects to be 
treated, and how he or she perceives being treated” (as cited in Hernon & Whitman, 2001, 
p. 31). Because customer satisfaction is all about the customer’s perceptions, this 
necessitates research methods that engage directly with the customer, the most common 
of which is the survey (p. 23). Again, this begs the question: if customer satisfaction is 
such an unsatisfactory variable for study, why bother with it at all? 
 Beyond the positive workplace atmosphere created through the “emotional 
contagion” effect and the warm knowledge of a job well done, the ultimate end goal of 
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boosting customer satisfaction is engendering customer loyalty. The reasons for 
promoting customer loyalty in the business world are many, and several of these hold true 
for libraries as well:  
• acquiring new customers costs significantly more than retaining established 
customers,  
• loyal customers promote your services to friends and family,  
• loyal customers become advocates for your organization.    
In an era of budget cuts and frightening legislation against libraries, it would seem that 
loyal advocates are certainly something to strive for. In Customer Care Excellence, Cook 
(2011) emphasizes the importance of satisfaction in moving customers up the “loyalty 
ladder”, from one-off purchasers to occasional users to regular customers to advocates. 
However, there are many studies that show mere “satisfaction” as inferior to “delight” as 
the primary factor in creating loyal customers. When rating companies on a scale, 
managers tend to be thrilled when most of the responses come back as four out of five 
points or better. However, Jones and Sasser (1995) show that only completely satisfied 
customers (five out of five points) are truly loyal. Customers who rate four out of five 
(“mostly satisfied”) still have something to be dissatisfied about and thus a reason to 
defect to the competition. Ultimately, they found that “increased customer loyalty is the 
single most important driver of long-term financial performance” (p. 91).  
While libraries don’t deal with the profit margins and bottom lines that the 
companies studied are faced with, we are certainly not free of financial concerns. In fact, 
while a lack of customer loyalty may mean a lack of profit or the closure of a business, a 
lack of loyalty to libraries in lean budget times could mean the closure of a free 
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institution for the public good and a lack of information access for some at-risk 
populations. It may seem dramatic to link library closures to customer service issues, but 
in one particular study when asked about their choice to switch products or services, 40% 
of customers cited dissatisfaction with service quality as the primary reason for leaving 
(Cook, 2011). No one wants to be the reason that a customer decides to stop using the 
library. We are in an age of competition like never before, and every small step along the 
road toward engendering customer loyalty is a step to secure the institution of public 
libraries and to make them into places communities support and enjoy with pride.  
Methods 
Participants 
 This study was conducted in five small- to medium-sized public libraries in North 
Carolina and Virginia.  The directors of participant libraries were recruited either by 
direct e-mail or through a call for participation on the North Carolina Library Directors 
listserv. Each director consented on behalf of his or her library, after which point all staff 
members at each library became involved in the study. One library failed to complete the 
study and was removed from the data set.  
Materials 
A customer service evaluation survey (see Appendix) was used to measure 
customers' perceptions of the front line customer service experience at the participating 
libraries. The anonymous survey includes four sections of questions. The first section 
measured the extent to which library staff members were already performing the three 
basic service techniques recommended in this study. The second section asked customers 
to use a positive-biased 9-point Likert scale to rate the desk staff on their overall service 
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quality, and on five specific qualities: friendly, polite, helpful, welcoming, and 
approachable. The third section collected basic information about the customer’s habits 
and their library visit on the day of the survey. Finally, the survey closed with an open-
ended question inviting customers to comment on the customer service experience at 
their library. The survey was available at each library in paper and online formats, in both 
English and Spanish. 
Blank paper surveys were mailed to the participating libraries along with 
bookmarks and flyers advertising the online survey and a self-addressed, stamped 
envelope for the return of the paper surveys. The online survey was also advertised on as 
many of the following mediums as the library directors were able and willing to 
implement: checkout receipts, self-checkout stations, shortcuts on public computer 
desktops, articles in newsletters, library website links, and library e-mail lists.  
After the first survey was conducted, the primary researcher traveled to each 
library to provide a staff education workshop on the concepts of customer loyalty and 
front-line service techniques. During this training session, the three proposed proactive 
service elements were emphasized and retail-oriented language was minimized to avoid 
resistance on the part of the staff. Handouts were provided covering the same material as 
the presentation, as well as business cards-sized prints with the three service principles 
being tested.  
Design 
The causal variable in this study is the implementation of three basic proactive courtesies:  
1) Greeting every customer 
2) Acknowledging customers immediately upon their approach 
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3) Closing every transaction with a valediction or expression of thanks.  
The outcome variable is improved customer perception of service quality. For the 
purpose of this study, customer perception of service quality is defined as the mean 
scores derived from section two of the customer service evaluation survey. Customer 
loyalty is the percentage of respondents who replied with all 9s in section two of the 
survey. The highest loyalty customers also provided a positive write-in comment in the 
free response section.  
Procedures 
 A survey was administered at each library for a period of eleven days before any 
customer service policy changes were made to establish a baseline measurement of 
service for each library. Through the survey, customers were solicited for their opinions 
on the service performance of their library desk staff. A mean service score was 
determined for each library, and across all participating libraries. A percentage was 
calculated for the questions measuring the level of implementation of the recommended 
changes for each library, and a customer loyalty score was tallied. Answers to the free 
response question at the end of the survey were analyzed for positive and negative terms 
in relation to the library's front-line service. The customer service training took place 
during the week following the first survey.  
For a period of three and a half months, each library implemented the three 
service techniques advocated in this study under the supervision of their library directors. 
The survey was then administered again for a longer period of fifteen days to account for 
the rushed nature of service before the holiday season and the overall lower return rate to 
be expected from any pre- and post-test design. The same analysis was conducted on the 
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second round of surveys. The results were compared with the round one survey results 
and noticeable trends were further analyzed.  
Results and Discussion 
 Of the five libraries participating in the study, four completed both the pre- and 
post-surveys and were thus eligible for inclusion in the study. For the first survey, n=440. 
For the second survey, n=181. The difference in the number of responses between the 
pre- and post-survey was 259. Only two Spanish language surveys were received. Table 1 
shows the distribution of responses across the four participating libraries. 
Table 1 
 
Number of Survey Responses Received 
Round 1: August 2012 
Library Paper Online Total 
Library #1 58 19 77 
Library #2 226 15 241 
Library #3 23 9 32 
Library #4 52 38 90 
Total 359 81 440 
Round 2: December 2012 
Library Paper Online Total 
Library #1 39 4 43 
Library #2 81 5 86 
Library #3 27 0 27 
Library #4 22 3 25 
Total 169 12 181 
 
A large drop in participation from the first survey to the second was expected with 
a pre- and post-test study design. Library #2 was renovated a few months prior to the first 
survey date, and the increased traffic was likely responsible for the large number of paper 
survey responses. Participation was lower for the second survey for every library in the 
study. This could be explained by the bustle of the holiday season, or by lower average 
door counts in winter versus summer. Customers were invited to skip any question they 
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did not wish to answer, so the total number of responses used to calculate the findings 
reported below were not necessarily the same as those given in Table 1. 
Section one of the survey measured the degree to which the three service 
principles were implemented. Table 2 shows the percentage of customers that were 
greeted, the percentage that interacted with a staff member at a desk during their visit, the 
percentage that were acknowledged immediately upon their approach to the desk, and the 
percentage that were thanked at the close of their transaction.  
Table 2 
 
Implementation of basic courtesies 
Round 1: August 2012 
 Library #1 Library #2 Library #3 Library #4 Totals 
Percentage of customers 
that were greeted during 
their visit 
82% 84% 100% 86% 85% 
Percentage of customers 
that visited a desk during 
their visit 
90% 90% 100% 97% 93% 
Percentage of customers 
that were acknowledged 
immediately at the desk 
73.5% 67% 84% 58.5% 68% 
Percentage of customers 
that were thanked during 
their visit 
80% 83.7% 93% 92% 86% 
Round 2: December 2012 
 Library #1 Library #2 Library #3 Library #4 Totals 
Percentage of customers 
that were greeted during 
their visit 
80% 92% 100% 92% 90% 
Percentage of customers 
that visited a desk during 
their visit 
88% 93% 100% 100% 94% 
Percentage of customers 
that were acknowledged 
immediately at the desk 
61.8% 72.3% 66.7% 80% 70% 
Percentage of customers 
that were thanked during 
their visit 
79% 92.3% 96% 100% 91% 
 
12 
 
Section two of the survey asked library customers to rate the library staff on five 
traits and assign an overall service quality score. These scores were given on a 9-point 
Likert scale, with 9 being the best possible score. Table 3 shows the average scores for 
each library, as well as the average for all libraries on both the pre- and post-survey.  
Table 3 
 
Staff Service Quality Mean Scores 
Round 1, August 2012 
Library Friendly Polite Helpful Welcoming Approachable Overall 
Library #1 7.67 7.77 8 7.63 7.85 8.17 
Library #2 7.552 7.64 7.67 7.555 7.72 7.90 
Library #3 8.375 8.375 8.56 8.375 8.375 8.74 
Library #4 7.75 7.67 7.67 7.55 7.58 8.17 
Mean: 7.68 7.73 7.81 7.63 7.77 8.05 
Round 2, December 2012 
Library Friendly Polite Helpful Welcoming Approachable Overall 
Library #1 7.558 7.628 7.674 7.372 7.628 7.821 
Library #2 8.035 8.081 8.205 8.047 8.094 8.21 
Library #3 8.63 8.704 8.667 8.778 8.778 8.852 
Library #4 8 8.04 8.2 8.16 8.2 8.238 
Mean: 8.01 8.06 8.15 8.01 8.1 8.23 
 
Libraries #2, #3, and #4 all saw improvement in every category in sections one 
and two of the survey. Even Library #3, which already had high ratings in every category 
in round one, saw marked improvement in every single category. For section one of the 
survey, this may indicate that the staff members at these three libraries successfully 
implemented the study by emphasizing the three suggested basic courtesies. For section 
two, the increase in service quality scores may suggest that library customers were 
influenced positively by the behaviors exhibited by library staff and thus rated higher for 
every trait. The difference could also be due to increased feelings of goodwill around the 
holidays, though the stress and hurry of the holiday season that some experience may 
balance this potential effect. Library #1 did not show improvement for either the 
13 
 
implementation of the basic courtesies or the quality of service scores; in fact, scores for 
both were lower for the second round of surveys. This may indicate that a decrease in the 
performance of basic courtesies influenced the quality of service ratings in a negative 
way.  
The third section of the survey collected demographic data and information about 
the day and time of the customer’s visit. No strong correlations were found using any of 
the demographic data, and there were not enough Spanish language surveys received to 
make any generalizations. The third section also asked the likelihood of customers 
recommending the library to friends and family. However, the overall percentage of 
customers who would “definitely” recommend the library did not change noticeably from 
round one to round two (89% to 90%).  
In the free response section of the survey, many customers chose to provide 
feedback on elements of the library that are not related to the quality of the staff’s front 
line customer service, such as portions of the collection, opening and closing times, etc.  
However, some customers used the space to simply express thanks or appreciation for the 
library, and a few even provided comments on particular staff members they liked or 
disliked. Table 4 shows examples of comments written in the free response section that 
were categorized as positive toward library service/staff, negative toward library 
service/staff, and neutral/unrelated.  
Table 4 
 
Examples of Free Response Answers 
Positive Responses 
“This is the best library we’ve ever belonged to. My favorite place to come!” 
“This library and staff are amazing!” 
“I wish [the library staff] worked for me!” 
“Most awesome people . Very helpful.” 
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Negative Responses 
“Sometimes it feels like we are doing you a favor by using the library.” 
“Was going to write a letter telling mgmt what a terrible reputation this library has 
for service.” 
“Most of the staff are outstanding, however one staff member make me feel like I am 
not good enough to be in their presence.  They are not helpful or pleasant.” 
“Staff can be really rude. Seems like they think patrons are there to annoy them. 
Some of the newer ones are nice but most of the older staff are stand-offish to rude. It 
is a real problem.” 
Neutral/Unrelated Responses 
“Don’t like the display of new books.” 
“More audiobooks!” 
“Please shelve the mysteries separately.” 
“The movies are very hard to go through; and if disabled can't see the bottom.” 
 
Using the idea put forth by Jones and Sasser (1995) that only customers who give 
perfect scores are truly loyal, a measure of customer loyalty was extrapolated from the 
survey data.  Rather than looking only at the percentage of customers who circled all 9s 
on the Likert scales in section two, the responses were broken into two groups: the 
percentage who simply circled all 9s, and the percentage of those who circled all 9s and 
took the time to write-in a positive comment as well. These percentages are given in 
Table 5 below for each library and as a total across all libraries.  
Table 5 
 
Percentage of Loyal Customers  
 All 9s in service 
quality 
All 9s in service quality 
plus write-in comment 
Combination of both 
categories 
Library Round 1 Round 2 Round 1 Round 2 Round 1 Round 2 
Library 
#1 16.88% 16.28% 24.68% 13.95% 
41.56% 30.23% 
Library 
#2 12.48% 11.63% 14.94% 33.72% 
27.39% 45.35% 
Library 
#3 31.25% 25.93% 21.88% 40.74% 
53.13% 66.67% 
Library 
#4 20% 24% 14.44% 20% 
34.44% 44% 
Total: 15.81% 16.57% 16.7% 28.18% 32.52% 44.75% 
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The percentages of loyal customers shown in Figure 5 above reflect the same 
trends; Libraries #2, #3, and #4 all showed a 10-18% increase in customers responding 
with all 9s on the service quality Likert scale. Similar improvement was seen specifically 
among those customers who showed the highest degree of loyalty by scoring all 9s and 
including a positive free response answer. Library #1, which received lower scores in 
round 2 for implementation of the courtesies and service quality, also showed a decrease 
in customer loyalty as defined in this study. 
Overall, library customers seem reluctant to broadly criticize library services. 
Questions that address the library as a whole, such as the overall service rating and the 
friends and family recommendations, were overall higher than answers to the more 
specific questions. It was not unusual to see a customer rate the five service qualities with 
scores of 6, 7, 8, 7, 5, and then assign an overall service score of 8 or 9 and answer that 
they would definitely recommend the library. This phenomenon suggests that future 
surveys might be better served by asking specific supporting questions to obtain an 
overall picture of service quality.  
Limitations 
 There are several factors that could have interfered with the data being collected 
for this study. Chief among them is the threat of opt-in bias; it is possible that only 
libraries already emphasizing the importance of customer service were interested in 
participating, thus leaving little room for the proposed improvements to affect the service 
quality. The service staff at the participating libraries could also be resistant to change. 
Great care was taken in designing the cover letter and service workshop to avoid the use 
of retail terminology and other factors that may create resistance in librarians.  
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 Measuring the satisfaction of customers is an imprecise task at best. Satisfaction, 
as an emotion rather than a behavior, is subjective and difficult to quantify. As libraries 
are a service for the public good that provides materials and programming free of charge, 
it seems likely that customers would rate the libraries highly in the first place, setting a 
high baseline of service to measure against. This factor causes difficulty in measuring a 
change in the level of customer satisfaction with service provided. A fine-grain Likert 
scale biased toward the positive end of the spectrum was used in an attempt to reduce this 
effect. 
There were two primary difficulties encountered during the implementation of this 
study: administrative and library staff buy-in. Issues with both were encountered by the 
primary researcher through communication with library directors about the study and 
during interaction with staff at the service workshops. Having read the previous literature 
on customer service in libraries, neither of these difficulties were unanticipated. However, 
the resistance on the part of staff members in some libraries may have compromised the 
integrity of the results. Some library staff were reluctant to embrace the outgoing nature 
of customer service; others resented the very idea of treating library users as “customers”, 
and still others were only on board when library administration or supervisors provided 
the momentum and communicated expectations. With the many and varied demands on 
the time of library administrators, it is unfortunate yet unsurprising that the study could 
not be executed in the controlled manner that would provide the most accurate and useful 
results. This seems to be the core of the problem with customer service in libraries: if 
time is not made for it, any improvements that are made will be short-lived.  
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Conclusion and Future Study 
There have been many library science articles published about attitudes toward 
service and proposed models of service, but none that make concrete service changes and 
test for their effectiveness. This study is one tiny step toward creating a fully tested set of 
library service best practices. Future studies could include a larger scale study with more 
libraries to obtain more generalizable results. Other improvements to front line customer 
service could be tested using the same methodology as well, such as leaving the desk to 
escort patrons to needed resources or engaging patrons in proactive reader’s advisory 
discussions. 
 Customer service is not only the heart of librarianship, it is the lifeline. Though 
librarians are educated professionals with all the knowledge and skills needed to assist 
customers with their information needs, that professionalism should not negate providing 
the basic courtesies that customers expect as part of any service transaction. The field of 
retail business is full of customer service strategies and success stories, and this valuable 
information should not be disregarded. Reaching out to customers through proactive 
courtesy is necessary to build an image of a friendly, approachable, and welcoming 
professional, a person customers will want to return to time and time again.  
The aim of this study was to show that proactive courtesies may have a positive 
impact on customers’ impressions of library service. Though the implementation of these 
basic courtesies is only one small step toward creating a customer-focused library with 
loyal customer-advocates, it is an essential one that is easy to implement and ultimately 
rewarding for both customer and staff. We need not abandon our ideals and identity as an 
18 
 
institution for public good in order to embrace world-class customer service. We don’t 
have to be fake or insincere. We just have to say “hello”.  
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